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Advertising continues to be the most widely used means of product marketing,
despite the advent of other promotional strategies in recent years. In a cutthroat
market, celebrity endorsement helps a product or service sell more. Because the
buyer can quickly recall the products associated with their favorite individual, it is
also crucial for brand recall. The product's celebrity backers will describe how to
use it, the advantages it gives, and why people should buy it. According to reports,
celebrities feature in around 20% of all television advertising, and advertisers pay
famous people hundreds of millions of dollars for their services.

Introduction

The importance of consumer-celebrity attachments was further discussed by
Saldanha, Mulye, and Rahman (2018), who argued that future research should
concentrate on the psychological mechanisms of consumers in order to explain
how celebrity influences result in stronger consumer attachment relationships and
effects on decisions. In their significant and thorough meta-analysis of the
literature on celebrity endorsements, Knoll and Matthes (2017) concentrated on
moderators' functions as well as the emotional, cognitive, and conative impacts of
celebrity endorsements. Future research, according to the authors, should focus on
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psychological issues, such as those that affect the intricate interactions between
consumers and celebrities.

Celebrity predominance, campaign management, financial impacts, celebrity
persuasion, non-evaluative meaning transfer, and brand-to-celebrity transfers are
the six key research areas highlighted by Bergkvist and Zhou (2016) in their study
on celebrity endorsements. It does, however, discuss the changing modes of
consumer interaction with celebrities. According to Hackley and Hackley (2015),
the media convergence that offers several communication avenues shapes
consumer connections with celebrities. Future study efforts should take into
account the growing democratization of celebrity and its effects. More study is
needed to determine the essential characteristics of celebrities who lead to a greater
consumer celebrity relationship due to the emergence of new social media
platforms and reality television programs.Celebrities in the entertainment industry
are becoming increasingly important in contemporary society (Yu, Ronen, Hu, Lu,
& Hidalgo, 2014).Keel and Nataraajan (2012) urge research on celebrities' roles
outside of the sphere of celebrity endorsement. The ways that customers interact
with celebrities have changed over the past several decades.Celebrities are a crucial
study issue for marketing managers and academics to examine and find more
efficient marketing applications due to their diverse influence on customer
decisions (Gamson, 1994; Rojek, 2001, 2012; Rowlands, 2008; G. Turner, 2013).1t
was once thought to be imaginative to utilize superstars to embrace items. It's
become ordinary these days. When contrasted with their rivals, advertisers
generally utilize one of a kind devices and procedures to prevail in the commercial
center. Utilizing a notable individual from sports, film, or one more field as an
endorser in publicizing is one method for hanging out in a jam-packed market.
Publicizing is a kind of brand correspondence that energizes, convinces, or controls
the crowd (Vijayakumar 2014).

Using celebrities in advertisements can certainly have its advantages, such as
grabbing attention and creating brand recall. However, there are also several
disadvantages associated with this approach. Some of the disadvantages of using
celebrities in advertisements include

Shortened lifecycle: Most beginnings have a short life expectancy. It is
conceivable that after a sponsor consents to a help arrangement with the most
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sultry big name at that point, yet before the promotion is delivered or the crusade
arrives at its pinnacle utilization, the big name's distinction starts to blur

High Costs: Hiring a celebrity for an advertising campaign can be extremely
expensive. Not only do you need to pay the celebrity's fees, but there might also be
additional expenses related to their appearances, endorsements, and usage of their
likeness.

Credibility Issues: If the celebrity faces a personal scandal or controversy, it can
negatively impact the brand's image. Consumers might associate the negative
behavior of the celebrity with the brand, leading to credibility issues.

Overexposure: Over time, seeing the same celebrity endorsing multiple brands
can lead to overexposure. When consumers see a celebrity promoting various
products, it can dilute the authenticity and uniqueness of the brand's message.

Lack of Connection: If the celebrity doesn't have a genuine connection to the
product or brand, their endorsement might feel forced and insincere. This lack of
authenticity can make consumers skeptical about the effectiveness of the product.

Message Overshadowing: Sometimes, the celebrity's image or personality can
overshadow the actual message or benefits of the product. Consumers might
remember the celebrity but forget what the advertisement was trying to convey.

Changing Perceptions: As a celebrity's career evolves or changes direction, their
public image might no longer align with the brand's values or target audience. This
could lead to a shift in consumer perception.

Limited Relatability: Celebrities often belong to a different social and economic
strata than the average consumer. This can create a disconnection between the
celebrity and the target audience, reducing the relatability of the message.
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Risk of Negative Publicity: In some cases, a celebrity might inadvertently make a
negative comment or act in a way that contradicts the brand's values. This can lead
to negative publicity for both the celebrity and the brand.

Competing Associations: Consumers might associate the celebrity with their
primary career or persona rather than the product they're endorsing. This can create
confusion and prevent the message from being effectively communicated.

Lack of Authenticity: Some consumers are becoming more skeptical of celebrity
endorsements, viewing them as mere paid promotions rather than genuine
recommendations. This lack of authenticity can erode trust

Review of Related Literature

Shrewd Barry (2010)claims that the govt's extreme change promotion ascribes
sports big names to raise public mindfulness, especially among youth. Individuals
will answer promotions that trait VIPs, for example, the Saving Tigers program in
India, which highlights Yuvraj SinghDhoni, substantially more thanadvertisements
that don't.

Goddard L. and Wilbur N. (2009) provided a foundation for further research on
the transmission of unfavorable information in celebrity endorsement relationships.
Businesses need to be aware of the risks involved in getting famous people to
promote their goods. Given that these results imply that a decline in a celebrity's
image might have an impact on the image of a business, marketers should carefully
choose an endorser who has a favorable image right now and will be able to keep it
in the future.

In a few instances, a brand may experience unfavorable responses as a result of its
excessive celebrity endorsement. You run the risk of confusing your clients a great
deal by taking on various brand sponsorships. Marketers continue to disagree over
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how celebrity endorsements affect consumer behavior. Almost all soft drink
businesses on the market utilize celebrity endorsers to sell their goods, but it's
unclear if their presence has any effect on consumers' purchasing decisions.

On television and in print, we see fresh and creative commercials every day, but is
advertising merely a channel for reaching out to consumers? Or does it really
influence shoppers to purchase their goods?ls it accurate to say that consumers
choose a product based on celebrity endorsement rather than need?

What drives most consumers to swiftly transfer from one brand to another?
Soliciting customer input will enable us to find the solution to the aforementioned

query.

To please a consumer, a big name is sent to communicate believability and
optimistic qualities to a brand in arrangement with the item. There ought to
becertain similarities between the superstar endorsers and their prevalence,
accessibility, actual appeal, and their calling in consonance with the item. It is
irreplaceable that inventiveness ought to underlie while utilizing celebrity
underwriting any other way it might overdrive and overshadow the brand's fame. A
celebrity is utilized to give validity and optimistic qualities to a brand that is lined
up with the items. In request to please a purchaser.

There ought to be some completely viable between celebrity endorsers alsoas the
thing concerning their notoriety, accessibility, actual magnificence, and calling.
While utilizing superstar underwriting, it is important that inventive reasoning is at
the front; if not, the celebrity support might overpower and abrogate the brand's
prevalence.

Purpose of Study
1. Calculate buyer perspectives toward big-name/ celebrity endorsers.
2. Calculate the consumers ' inclinations for superstar endorsers.

3. To understand the impact of big-name/ celebrity endorser attributes on
consumer buy choices

Research Method
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The illustrative exploration configuration was utilized in this review. The research
should clear up the ongoing situation to decide the impact of celebrity on customer
buying behavior. Thus, this study utilizes an unmistakable examination plan. The
accommodation inspecting method. was utilized in this examination. The survey
was utilized as the review help, and it included both open-ended and closed-ended

questions. This exploration will utilize an example size of 120 individuals.

Analysis & Interpretation

Table-1: Factors Influencing to Purchase

S.No. | Particulars lc:lf(I):éespon %
dents
1 Price 40 33
2 Advertisement 56 47
3 Family 15 125
4 Others 9 7.5
Total 120 100

Here is the endeavor to determine the variables that impact customers' buying
behavior. according to the survey,33 % purchased their items in light of the Price,
12.5% for the Family, and 47 percent for the Advertisement, calling attention to
the significance of publicizing.

Table2:PreferenceinAdvertisement

S.No.

Particulars

No.
ofRespondent

%
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1 Conceptual 19 16
2 Celebritye 55 46
ndorser
3 Song 39 325
4 Conceptualdel 7 5.5
ivery
Total 120 100

According to survey 16% preferred conceptual, 32.5 percent respondents
preferred song aspects in the advertisement and majority 46 percent respondents
preferred celebrities in the advertisement.

Table3:BrandBuildingFactors

S.No. | Particulars No. %
ofRespondent

1 Efficiency 60 50

2 Cost- 20 17
effective
pricing

3 Goodl 10 8

mage
4 Celebrities 30 25
Total 120 100

In the survey It is deduced that 50% respondents thought that Efficiency is the
significant component for brand building, 25% respondents believed that
celebrities are the significant brand building factors, 20% respondents thought that
Cost Effective Pricing is significant for brand building. The outcome shows that
celebrity advertising is also one of the significant components in the brand building
action.
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Table4:PreferenceofProductwithCelebrities

S.No. Particulars No. %
ofRespondents

1 celebrities 92 77
arepreferred

2 celebrities 28 23
arenotpreferre

d
Total 120 100

survey tends to be perceived that 77% respondents are liked to purchase products
for the celebrity names who shows up in the promotions and 23 percent
respondents didn't like to purchase products due to celebrity. This examination
shows that greater part of the respondent’s lean toward celebrity names.

Table 5: Age Preference of Products CrossTabulation

Preferring NotPre | Total
ferring
18-25 70 22 92
Age [26-35 18 03 21
36-45 |2 5 7
Total 90 30 120

Survey perceived that young people especially 18-25 age bunch respondents are
more liked to purchase the items and services in the light of celebrity when
contrasted with other age gatherings. The outcomes show that 76.66 % of 18-25
age bunch respondents lean toward celebrity embraced promotions for buy though
in the 36-45 age bunch it isn't the case as they are more capable and developed.
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Table 6: Influence of different Types of CelebrityEndorsement

S.No. | Particulars No. %
ofRespon
dents
1 Actor /Actress |52 43
2 Sports persons 39 32.5
3 Politician 7 6
4 Singer 19 16
5 Others 3 2.5
Total 120 100

according to a survey It is deduced that 43 % respondents are affected by film
actors or actresses followed by 39% of the respondents are impacted by sports
persons. singers and politicians also impact the respondents to the tune of 16 and 6
rate separately. The outcome shows that larger part of the respondents is affected
by the film celebrity and sports stars in view of their wide enticement for a wide
range of clients.

Table 7: Presence of Celebrity endorser with respect to Recall of Specific

Product
S.No. | Particulars No. %
ofrespond
ents
1 Stronglyagree 45 37
2 Agree 60 50
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3

Not Agree

15

13

Total

120

100

survey construed that 50% of the respondents firmly endlessly concur that presence
of famous people in commercials assists them with reviewing the particular
product and just 13% respondents disagreed that big names assist them with

reviewing the particular item. This shows the viability of the celebrity impact.

Table 8: Contribution of Celebrities to Choose the Brand Easily

S.No. Particulars No. %
ofResponde
nts
1 StronglyAgree 34 28.5
2 Agree 65 54
3 Not Sure 15 12.5
4 Disagree 6 5
Total 120 100

It is construed that 54% respondents concurred that the presence of celebrity in ads
make them to pick the brands effectively and just 5% respondent differ that the
presence of famous people in promotions didn't assist them with picking the brands
without any problem.

Table 9: Gender Reliability Cross Tabulation

Strongly | Agree
Agree

Not
Sure

Disagree

Strongly
Disagree

Total
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Gender | Male 22 40 18 2 1 83
Female | (04 25 06 1 1 37
Total 26 65 24 3 2 120

Table 10: Influence of Celebrities in Buying Decision

S.no | Particular No. of Respondent | %
1. Strongly Agree | 31 26.5
2 Agree 61 50.5
3 Not Sure 21 17.5
4, Disagree 4 3

5 Strongly 3 2.5

Disagree
120

According to data received from the respondents It should be noted that 26.5% of
respondents strongly agree that celebrities influence people's purchasing decisions,
50.5 % of respondents agree that celebrities influence people's purchasing
decisions, 17.5 % of respondents are unsure of the influence of celebrities on
people's purchasing decisions, 3% of respondents disagree that celebrities would
not influence people's purchasing decisions, and 2.5 % of respondents strongly
disagree that celebrities would influence people's purchasing decisions.
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Results

Regardless of the way that many individuals don't confide in promoting, an
enormous number of respondents bought items and administrations because of the
commercial's imaginative nature. Majority 46 percent of respondents leaned
toward favored celebrity in advertisement because it is more easiest way for them
to select the suitable product. They consider a celebrity to be trustworthy when
they appear in an advertisement. It shows the respondents' confidence in the
product suggestions of big name endorsers. In spite of the fact that quality is
significant for brand building, big name support is the most grounded factor, as
confirmed bythe review, which tracked down that 77% of respondents liked to
purchase a product due to celebrity endorsement. In contrast with other age
gatherings, youngsters, especially those in the 18-25 age bunch, liked to purchase
items and administrations in light of celebrity.

According to Finding 69.76percent of respondents in the 18-25 age group like
Celebrity embraced advertisements for purchase, though this isn't thecase in the
36-45 age group, who have moreexperience and intelligence. The most well-liked
celebrity endorsers are actors and athletes because of their wide appeal to a wide
range of customers. According to George Leland Bach (1966), the overall effect of
advertising, on which we spent $14 billion in 1965, is to devote these productive
assets to the production of advertising rather than to other goods and services. This
suggests that a significant amount of money is wasted in various media.

According to finding 87% of respondents agree to accept that celebrity in
advertisement assists them to choose and purchase a product. In other hand 76% of
respondent says that celebrity influenced their purchasing decisions.

The fact that celebrity makes it more importantendorsers are bound to impact kids
more thanadults. The study clearly shows that celebrity endorsements influence
consumer purchasing decisions. Since most of the respondents purchaseitems as a
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result of famous celebrities, automakers mustkeep on involving famous celebrities
as a special instrument toinform customers about their item quality. Along these
lines, itwould be exceptionally fundamental on the off chance that celebrity
endorsers areconsidered a significant piece of advertisement and promotional
activities.

Conclusions

Finding the influence of celebrity endorsers on customer buying decisions or
behavior is the main objective of this study. Celebrity endorsements have grown in
Importance as a means of promoting products.

The results show that celebrities' endorsements have a big impact on customers'
buying choices. According to the present study, consumers regard celebrity
endorsement to be more effective in boosting brand memory. For this reason, a lot
of companies utilize famous celebrities to market for their goods and services.

However, while choosing the right endorsers, marketers must proceed with great
caution. Unmatched celebrity will negatively impact the products and services they
advertise.
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